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TELEVISION NEWS AND AUDIENCE VIEWING INTENTIONS

Media researchers have become increasingiy interested in analyzing the
dynamics of television news audiences. The stndyJOf-television news audiences
is particu1ar]j attractive, not only because of the extensive body of
existing research, but also because this program type offers a relatively
stab]e and available schedule, regularly consumed by millions each day.

Recent research on television news audiences, inltoth the public and private

sectoi's, has concentrated on analyzing audience attitudes. In academic research,
audience dynamics has generally been appreached via the generic uses and | |
- gratifications paradigm. In the private se”tor dynamlcs research has been
dom1nated by the att1tude survey apprwaches of the news consu]tants The
academic approaches have been criticized for their lack of app]1cat1on to the
real world, while the private sector approaches have been criticized for
being almost atheoret1ca1 |

From a genera] perspective, Wurtzel (1980) has noted that "1ndustry

executives”:prafer more po]1cy—or1ented-or app41ed research, feeling that much
social research is too theoretical to be of practical utility. Speaking of
academic’researcn in broadcast news, McLeod (1980) cited a significant lack
’of research tnat bridges audience, content, and bo]icy In an attempt to
f reconcile the pos1t1ons noted above, this research examines an a]ternat1ve
f method for analyzing te]ev131on news v1eW1ng dynam1cs and presents a viewer
typology or'segmentat1on scheme based on the interaction,of ylewer percaptlons
f of'news,program content and their intentions to riéw te]evisiqn network: news
’ programs |

A rev1~w of the relevant literature 1nd1cates that research stud1es

] attempt1ng to probe ‘televisien news program consumpt10n habits have gennra]]v

‘This research was fﬁnded by grants, from the American Rroadcasting
! Companies, to Professors. Smith and Davis.
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dealt wuth three major prob]em areas: (1). the isu]ation of ‘key viewer and
news program character1st1cs, (2) the fonnat1on of audience subgroups or
segments whose members share similar prof11es on those characteristics; and
(3) the assessment of the ut111ty of the findings in terms of theory or the
exp]anat1on of related phenomena, such as viewer recall of mews content.

An acceptable alternative model for analyzing viewing dynamics must soniehow

-address these three problem areas, plus offer advantages in terms of addressing

policy-oriented situations.

. Review of the Literature

i

Our ljterature review uncovered a number of issues on which to base'.
~criterig for the selection of an alternative model for analyzing viewing
dynamics. The first and most obvious observation centers on the'specific
research problems addressed by existing research. Television néws decision-
making research implies the use -of content or prbgram-specific attributes,
in conjunction with other viewer characteristic variables, to provide some
indication of .what should changed. if\presented in a clear, non-punitive |
way) this type of:information cou]d*provide valuable input for news directors.
To date the dominant paradigm, uses and gratifications, has been used by ‘
researchers to d1scover why peop]e vfew television news, with the 1mp11ed goal
~of uncovering the drmens1ona1«structure of -audiences uses and grat1f1cat1ons
related to consumpt1on of that news medium.- Statements used fn'uses'and
grat1f1cations research; presume to tap the 1ntexact1on o~ ‘viewer needs and
television news consumption. vAs such, subject responses to statements such
s "I watch television news to-relax after &‘hard day," provide theoretically
important results, -but may - have Tittle d1rect relevance for profe551onals
wishing more content or program specific data on which to base news policy
decisions. An attending condern, noted by,Greenberg-(1974), is the determination
O of whether subject responses are based on medium or content-specific referents.

ERIC | v ,-




If we are to ‘'extend such research into the decision-making realm, there seems

to be a need to probe more content-Specific variables.
Another consideration is the procedure used for variable selectior.

While procedures varied across the problems and studies reviewed, i~ i :ases,

- exact lists were imported from previous studies. The exclusive u-

previods]y tested items or statements is positive in the spirit of ¢

- development and replication, but it can potentially produce some seriou:

oversights. By using‘a’dEEStionnaire.composed,’aihost exc]usive]y of items

used by other researchers, we assume'that the characteristics are static, rather
than products of viewer judgment subaect to change across populations ana iime,
hence precluding the discovery of other potentially 1mportant factors.

Berlo, Lemert, and Mertz (1969) have stressed the importance ‘of address1ng
potent1a] population differences during instrument construct1on Drawing
te]ev1sion news attr1butes from population sub-samples, Smith (1977) discovered
both characterist1c and dimensional d1fferences across two populations of news
viewers. Levy (1978) used the results of focus group interviews to generate -
new 1tems to comp]1ment previously tested itenis, in order to more comprehens1vely
detail the dimensions of news v1ew1ng. We also uncovered studies where
researchers comprehehsively discussed the conceptua].roots of the vartous uses'
and gratification dimensions, but then simply presented a list of the Jtems

used without prov1d1ng a clear rat1ona]e or deta1ls regard1ng the var1ab]e
selection process. An alternative model should support *he inclusion of

a process whereby population-specific variab]es might emerge.

Palmgreen, Wenner, and.Rayburn (1980) made significant contribution by

' addressingia major concern in the area of basic data analysis strategy. They

urged consideration'of the discrepancy between gratifications sought by viewers
and gratification levels subJects report having obtained from news viewing.

These researchers concluded that such d1screpancy approaches pr0v1de con51derable

r
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potent.a] 1ns1ght 1nto news v1ew1ng dynamics and that the d1fferences between
grat1f1cat1ons sought and- obta1ned scores may be more due te within- proqram
characteristics than between. program cnaracter1st1cs. Their research points
to the need for the iso]ation of characteristics that Span individua] news
progran aud1ences, presumed to be med1um character1st1cs and those that
are program specific. In brief, ana]yz1ng the benefits viewers seek in
news program vtewing may help profile why they watch-initially, but examination
of what benefits they achieve may be critical to their decisions to alter
‘their viewing habits. - | | |
Other recent attenpts to audgment .our conceptval understanding of v1ewer
types, such as the research of Gutmanp (1978) and Eastman (1979), have included
| lifestyle var1ab1es in conJuct1on with the basic uses and gratifications
-approach. Schwartz (1980) recently examined newspaper use 1nc]ud1ng lifestyle
and psychograph1c measures. In one sense, these stud1es attempt to extend our'
conS1derat1on of variable populations in order to more completely prof11e the
news/gr program consumpt1on dynamlcsfof the audience;, hence extending the utility
ihtb the decision-making, news-marketing realm. These general studiés, like the
news-specific stud1es of Levy (1978) and others, focus almost exclusively voon
the formation of viewer groups. 1f we are to extend this knowledge, it seems
logical to move toward eJther-prediction of future behavior or further explanation -
of past beharicr . |
In addition to present1ng an alternative model that addresses some of the
issues noted above, this study focused on the following genera] reseaich
questions: (1) What are, the salient attributes of: te]evisidn news program
_content most c]ose]y assoc1ated with 1ntent1ons to increase news’ vxew1n97 (2)
Can this approach y1e1d a usefu] viewer typology or segmentation scheme’ (3)

Given 1dent1f1cat1on of the key var1ab1es affectang v1ew1ng intentidn, to what

extent will subJect vten1ng intentions change as a result of hypothetical
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content alterations keyed to those change attributes? These questions seem to

"Téaa?éss some of the policy-oriented conéérns noted early, but the model selected

must also evidence some theoretic base, if we are to systematically consider

an alternative method.

The Viewing Intention Model

The alternative approach selected for examination in this research is

called viewing intention. The viewing intentionapproach is an application of

the transfer discrepancy model, deve)oped by Danes and Hunter (1980); to the

television news viewing situation. The transfer discrepancy model attempts not

only to identify the key belief-discrepant messages (program attributes) which

alter Leliefs, but also to identify those which transfer this belief change

into changes in behgviqr; in this case intentiqns to view te]eviéion'news proérams-
While full expliéatibn of the theoretic and mathematical formulations pehind
the transfer disﬁrepancymmodel Jis beydnd the scope of this paper (see Danes
and Hunter, 1980), a conceptual summary will be presented.

The theoretical perspective forming the basis of this model is derived from
McGuire's (1969, 1976) information processing approach. McGuire considers
eight sequential steps in the proceséing of {nformation, basica]1y:v(1) exposure
to the information, (2) perception,~(3)'comprehension; (84) yielding or agreement
with the claims, (5) retention 6f\;he content, (6) ability to retrieve the content
or messages retéined,.(7) decision-making processfbased on infofmatidn, and
finally (8) action or behavior bésed on decision-m&kiﬁg. The trapsfer discreponcy

model concentrates on the decision-niaking step, but it should be noted that

any of the steps may be fruitfully used to analyze audience dynamics.
The specific information integration paradigm used by transfer discrepancy
is an extension of Anderson's (1959, 1971, 1974, 1978) simple discrepancy

formulation, a communication model derivable from Anderson’s averaging rule

K



for information integration. In these models, the respondent's overall
reaction to a product,-in this case a television news program,”is treated as
a subjective:probability to view or consume.. Two critical issumptions are made.

First, the measurement scaies are isomorphic with psycho]ogich]‘#a&ues or -
beliefs. Seeond, that information is integrateo by the respondent via an
averaging process. A neW'BeTiefg_according the averaging rule, results from the
integration of an old belief and a oelief-cnanging message with beliets changing
in the. direction of the messages’ (i.e., either positive or negative). A Further,
the’ degree of predicted belief change is proportional to the discrepancy between
the -belief. va]ue communicated in the message and the initial “belief held by the
respondent prior to message presentation

The term belief is defined as the viewer's perceived assoriation between

a program attribute, for example "I believe that ‘the NBC Nightly News

{program) has broad coverage of international news events (attributel" We
presume *hat various sources, like networks and]oca]_stations, would like
to encourage higher viewing frequeney} When sources associete a'progr?m
with an attribute, via some pronotiona] channel, a message is generated.
Ideally, we would like to determine which attribotes'shodld'befcast in message
form-to produce positive ehenges in viewing. Hence, this epproach seems-directly
applicable to news program promotion decision-making. lihere are aiso_other
' benefits. By diséovering those attributes -which produce positive.changes for
groups of viewers, we also discover potentially important viewer-program
content interactions, hence providing valuable diagnostics*for\television nevs
“'management.personnel. o ' |
Viewino intention is a person's planned viewing behavior,'and a global
intention is gathered via subject response to a statement posed-in the following
manner. “Whenever possible, 1 watch the X netvork news." We seek to predict
ohanges in this base intention; as a result of verioos conditional intention

,
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responses. Thus, the intention to view, considering changes based on attributes
of the various programs, becomes the focus. of the process, attempt1ng to mode]
the decision-making step noted by McGuire. .
In addition to gathering an 1nd1cat1on of the egtent a respondent current]y :
associates the attribute with"his or her news program, transfer discrepancv
also uses two conditional intentions in the prediction process: (1) the viewing
intention under the if-true, or associative, condition is the person‘s intention
“to view a program given the attribute is associated with the news n;ugrém;
(2) viewing intentioh under. the if false or disassociative, conditiod\is the
person‘s intention to view the news program g1ven the attribute ls_ggg
associated with the program. Th1s portion of the model addresses the d1screpanc;
.issue noted earlier iﬁ this paper, in a form similar to Pa]mgreen, Wenner, and
Rayburn's (1980) anaiysis of gratifications sougnht versus those obtained. 1
Using subject-supplied ratings on the base line ineasures andxthe two condjtidna]
measures, if true and if false, the transfer discrepancy model sends test
messages to individual-viewers. This test message"simdletion makes two further
assumptions, namely the successfu]'recedtiqn and proeessing of the hypothetical
attribute message by the subject. The model ‘then statistically eva]d3tes
_ the p?edicted changes in the base viewing intention as a result of thosesmessaQES.
| Those viewers having maximum predicted positive viewing intention changes
for a given message are tﬁen grouped into a segment. Conceptually, segments
of news Qiewers are composed of individuals who resbond simi]érly to a giveh
attribute. : For any 1nd1v1dua1 v1ewer, several messages cou]d have strong cr
“equal effects, therefore, 1nd1v1dua]s can belong to more than one segment.
This cross-over makes 1ntu1t1ve,sense, because one individual may f1nd two
independent attributes equally attractive as reasons to increase news viewing
behavior. This characteristic,lnbn-mutually ex]usive’segments, may make the

model inappropriate for problems desiring to form mutually exclusive segments.
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~_ Clearly, viewing intention can be chenged'in‘either a.positive or_negative
vdirecfion, and some attiibutes of news wii] aétua]]y have 1ittle or no effect
on viewing intentions. .The'Basic mathematics of this approach are presented

in ‘the figure below. ..

ab' (i{b)-i), if message is associated with

VIEWING INTENTION CHANGE =Z  the news program

ab (i(b')-1),if message is disassociated
- with pews news program

WHERE: b= belléf - =
“'b'= 1-b ‘
. . a= credibility of message source (afsumed constant)
n(b)- condltlonal vif true” or associated lntentlon
i(b')= condltlonal "if Falsc" or disassociated intention -

i =‘overall er |nlti%l lntentnon to view news program

This sUggests that intention wi]{ change when thene.%s a”discrepancy
between tne'respondent's”donditiona] intention and the overall intention to
v1ew, with direction (positive or negat1ve) depend1ng upon the stronger of the
two cond1t10n; Each respondent. is mode]]ed on each attribite ‘and assigned to
an attr1bute segment if ‘the predicted change is stat1st1ca]]y significant.
Once segment membershib has been determined, demographic and viewing habit.
characteristics can be examined. _ ‘ A O

In terms of typoTon or segment'creatipn:'tne viéwing“intention approach
differs rather significantly from other paradigms,'gdch as” the application of
uses and gratifications. The viewing intention segnenfs are' based on.attributes.
Viewers within the segment have Qne.majqr‘cheractenietié:in common; namely, that
the attribute causes -predicted change in intentidn'to'view'te1evisjon nevis

programs..
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_ Procedures

S
-

-

-

In order to test the utility of the viewing intention application of the
! nt , |

-

‘transfer discrepancy'model, two target populations were selected on the basis
of differences in market size, television news service characteristics, and
ability to*receive/oetwork eveninyg news broadcasts: (1) Kingston, New York
vith about 18,000 adults, having no licensed television outlet, and (2)'
Springfield, Massachusetts, having about 125,000 adults, with ABC and NBC
affiliates and strong penetration frem-the Hartford CBS affiliate. It

was determined that,network news would be the focus-of the rescarch in-order
to promote cross-population examination.

Attribute Search. In order(to elicite attr1butes of network news from

each population, 80 randomly se]ected subjects in each matket were asked 1n
telepnone interviews, in open-ended fashion, what they liked and didn't like
about network nightly news brograme.in oeneral. . Interviewers made an overt
attempt to distingoish between network and local news programs, making c1ear
that this survey dealt only with network eveninq news programs aired on
weekdays. Three open-ended questions were asked of each participant, such
as;'"what do you like about evening network television news?" From the
verbatim responses,Amaster attribute 1ists viere compiled and ranked by
frequency , according to market. Table 1 on the following page presents

a sumnwry of the top fifteen attributes accord1ng to frejuency of appearancn
and pe.centage of cross- subject-duplication. -

The attribute searth results indicated that while seven of the top ten
attr1butes were duplicated across markets, the free assoc1at1on of attrtbutes
did produce market-spec1f1c attr1butes for network evening news. He were
surprlsed that subJect responses were at a re]at1ve1y high: level of abstraction,

for example, "internat1ona]/wor]d news coverage,“ rather than coverage of

o "the Iran crlsis." with the latter being a more precise attribute.

,' ‘ . | ]1' \
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TABLE 1

TOP 15 MASTER ATTRIBUTE LIST RANKED BY PERCENTAGE -

TN “ " RANK- - MARKET FREQUENCY  PERCENTAGE
1. .To be informed ° | 1 S 37 © " 5ag
' | o 1 ok 1 15%
2. Network Talent/Personalities 2- 2 S 36 53%
. . 2 K ¥ - 43
I . : e -
3.  In-Depth/Extensive Coverage 9 1 K 36 4%
4 S L 4
4. Politics/Political News a 3. K 30 38y
5. Interrational/World News 2 4 K 29 36%
LT : 3 s 23 34
6. Style/Format/Presentation’ C 5 '3 22 288
o Ted e, 17 s 7. 108
7. Topic/Story Selection’ € 6 K 21 26%
. . ‘ . ) - . {S TR -
8. National News b x3 s 15 22
o 21 X 6 8%
9. News That EffectstMe/My Life 2 7 K 16 - 20%
R \ o o 15 S 7 10%
10. Violence in News a g K 16 - 20%
A | 7. S 13 . -19%
. 11. Bad/Negatjve Mews 3" = = | ) ‘18 - ’ i 13 « 7 119%

13 163

\

12. News'BiasedIOpinidnéted a g K .~ .14 18

2 . | 10 s U100t 158

13. Feature Stories 1 KT 13 16

- | 18 S T "

14. Current News Cod 9 S J11 16
. S : - X - -

15. Pictures/Visuals/Fiim - <13 K 107 ¢ 13%

, ~ | . 20 s, 4 6%

aselgcted_fg}’both main survey instruments
bselected for Springfield only :
e Cselected for Kingston only

o . 12.
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In addition, the open-ended format prodﬁced attributes that tapped gratifications
(feel khcw]gdgeab]e), generic content types (national news), editorial and
Eggﬁégigg eiements (story selection, .visuals), newscaster variables (newscasters
you enjoy watching) and other aspects of the news viewing experience { news

that affects me). ! '

Final Questionnaire Constricticn. Based uponvpretesting in each market, it

wqé detemnined that ten attributes would be optimal fur the final survey.

‘This was partially due to the subjects in the pretest sitgations noting the
repetitiohs:ﬁature of the attribute questions {each be1n§ asked three times in
a different/way) and-the pragﬁatic desire of the researchers fo keep the average
1nterv1ew length to around 15 minutes.

Each final questionnaire was composed of 32 attr1bute items. First, the
‘object of viewing intent, belief, and conditional viewing intention was the
subject's reported intention to view any of the network n1ght]y news programs.
The viewing intention gggﬂg[ for each subJect vias Psta011shed v1a their response
to: "Whenever possible, I watch.the\even1ng.network te]ev1s{6n news." A '
© nine-point scale was used, (seeaUpah’and:Cosmas, 1979, for details on scaling
and reliability). '

.;wSéCOnd, using true/false poles, subjécts were asked to responq to each
;of/the attributes.Cast in statement form, for example: “The network evening
news has news thaf affects you." As noted ear]ier) response to this statement
provides the measure of attribute-to;program,association;'br (b) in the figure
describing,the.baéic mode]l. £ffecti§e]y, this is a.MQasure of the perceived
association of the attribute with television ne;work neWs'brograms, belief,

pric to casting the attributes in aSSociatin and disassociative forms.

[
!

Subjects sequentially responded ‘to each of the ten attr1bute statements us1ng

]
a nine-interval bi-polar rating scale. o

|
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Thfrd thefnine-point scale poles were shifted to extremely 1likely and
extreme]y un]1ke]y, and\subJects were asked 1f they would view network news
if it d1d have the spec1f1c attr1bnte Represent1ng the associative or if
'"true condition, each of the attr1butes was sequentially presented with ordcr
rotated, for example: "If network news_had news that affected you, would you
" watch it?" Fourth, using the same scaling technique noted in step three, v
- sibjects responded to the ten attr1bute statements cast 1n the disassociative
or if false cond1t1on. "1f network news had no news that, affected.you, wou1d
you watch 1t7" o |

F1na]1y, a br1ef set of denograph1c and viewing hab1t.4tems were added

" —

. to tap respondent s-weekly news v1ew1ng frequency, most v1ewed network program,
/

age, and sex. A1though attr1bute items were cast in nine-point bi- po]ar scale
fonn, raw data viere transformed into subJectlve probab1]1ty scores for input
to the transfer dlscrepancy computer model. Subjective probab1]1ty scores were
found using the‘Ludke, Stauss,‘and.Gustafson (1971) 11near.sca1e method, with

|

the range being 0.0 to 1.0. ' - L

-‘Samp]ing.and Data Co]lection. Data co]]ection was accomp]ished'by>

telephone interviews conducted dur1ng late Spr1ng 1980 Sample frames were
composed of res1dent1a] te]ephone numbers llsted 1n the K1ngston and
Springfield metropolitan d1rector1es Sk1p 1nterva]s were der1ved from a tsble
of random numbers. No apr1or1 prov1s1ons for unlisted numbers were made, .

- although, through apparent 11st errors in the phone book ., some subjects with
unlisted numbers were reached and did comp]ete the survey Final sampie

sizes were 312 for k1ngston and 300 for Spr1ngf1e]d yielding .a poo]ed sample. .-

of adults, 18+ of 612.



- either pooled or individual, as indicated by the notes. For examp]e,vthe
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Viewing Intention Results

The overall news Viewing intention for both samples was .815, on a

‘scale from 0.0 (never intend to watch) to 1.0 (always intent to watch). This

finding suggests that reSpondents in both samples generally intended to watch -
network even1ng news programs whenever p0551b]e The average number of days
v1ewed per-week was also extrenely c]Ose for both sanp]es Kingston=3.88
days per-week and Sprlngf1eld 3 86 days per-week. Overall, the samples
represented viewers who reported to be moderate to heavy viewers of network
evening news programs. Based on the lack of statlst1ca11y significant
d1fferences across these means, the\samples were merged for modelling connmn

attributes, but market-specific attributes used only their respective samples

. as the.base

V1ew1ng 1ntent1on segmentat1on results are presented in Table 2. This
table on]y reports. those segments for which the predicted viewing intention
score was statistically di}ferent from zero, using t-tests-and a .05 alpha
level. This was also the criterion threshold for individual viewer entry
into the attribute segments The first row of Table 2 reports the key

attr1bute or message for a segment of v1ewers, thus def1n1ng the segment.

In other words, segment membership is composed of viewers whose view1ng

intention was significantly changed, according to the model, in a positive
direction by this partieular attribute. The average change in viewing intenticn
for segment members is presented in row two‘ In each of. the samples, only tive
of the ten possib]e attr1bqtes\were s*gnif1tant The third Tine of the tab]e
indicates the percentage size ot\the v1ew1ng segment using the sample n as base,
"affects yoo" segment contains 85'Viewers or 14% of the poo}edddéta oase. A1l
~olumnar data presented below the segment size percentage is based'on the

segment n. Intention change scores are neither additive nor cumulative as

15
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ASSOCTATTE SINULATION NESSAGE-MARKET SEGMENTS FOR POOLED NEW YORK AND MASSACPUSETTS SAMPLES ——

PRIMARY EFFECTS FEEL CLEAR IHOEPTH VARIETY ENJOY NATIONAL \INTERAATIONAL,
MESSAGE You KNONLEDGEABLEQ  PRESEHTATIOND (COVERAGE  OF TOPICSD  NEWSCASTERS NEWS@ WORLD NEMS.
Intention o | . Lo | ¥ -
Change 259 L 252 200 205 VXS |
Percent of T | ' A
Market - all 14% 12. 3h 2 11 % - 107 84 - 4% . 3% 1.83
CeMale 4 B/ ML S 6LSE . T B s
- Female 585 . - - 64,9% ; 55.9% 49% B 08 66Ty 54,59
hge (4) - L ‘
18-24 29.1 AN I AR 197 0.8 3.3 33 36.4
2534 8T 21.6 YA 9.5 Wl 33.3 2.2 9.1
349 2.1 21.0 S\ R A B 30.8 16.7 00 . 182
I/ LIS U R N | BN I 2.3 15.4 - 16T 4.4 3.4
Average: o ‘ ' | .
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presented in the table, however, for a glven segment One can add the predicted
change to the segment's initial V1EW1ng 1ntent1on aVerage, presented at the
bottom of each co]umn. to determine the predicted v1en1ng intention as a result
of~hypothetica1; successful'promotion of the attribute to segment members.
Tabie 2, then, summerizes data relevant to the first research question, that of
identifying attributes that can be associated with'increases in intentions to
viey network.nightly news.  Each of the sggments are brtefly described
below. o 1 |
News That Affects You. The attr1bute defining the largestaudwence segment

in both surveys, was‘“news that affects you." This attribute conceptually

. refers to the coverage 'of news that has a direct impact on @iewer's lives and
the 1nterpretat10n of key national and international stories with regard to
potential 1mp\ct on the average citizen, as suggested by the detailed resu]ts
of the attribute search. This finding is not particularly surprising. The
.notions of prox1m1tz as a news value and oca]121ng are rather common practtces.
in broadcast news. While localizing may, not be a prime option at the netwark
level, there is a clear suggestion that more g]oba1¢events might be presented '
or- 1nterpreted with regard to their potent1a1 impact on individuals.

Viewers dpr1ned by th1s segment tended to fo]]ow1ng the overa]]samp]e

splits with regard to sex;-but tended toward younger viewers and respondents
‘with moderate viewing.ieve]s;z About half of the segment.members, 48.8%,
were AdC viewers, 24.4% were CBS yiewers, and 26.8% were NBC viewers. This

- segment was based on pooled data. . .. v

Feel Knowledgeable and:Clear Preseatation. The second most important

: attributes were survey'specifie For the Sor1ngf1e]d samp]e the "feel
knowledgeable"” attr1bute defining a 12 3% segment tapped the notion that

\\ ne twork evening news makes viewers feel general1y know]edgeab]e about news
N . )
ents. This attribute is similar to uses and gratifications statements

i8
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tapping -information seeking dimensions. As noted in Table 2, segment membership

was brimarily composéed of,fema]e-viewers-and older viqwegs,,g!jdencigg 3 moderate

initidi viewing inteﬁfion, .574, and--the third highest,Qrerage days per-week d
"vieWed;“SSOB. Theiéegmcnt wgs equally populated with ABC aﬁd NBC viewers,

37.8% edch, with 24.3% reported‘to be-regular CBS viewers. |

" For Kingston respond%nts, the "clear presentation” attribute, def101ng

an 11p seament of the Kingston sample, referenced the clear packaglng and
writing of news. While Ua§1ca11y»f01]ow1ng»the male/female sample split, this
'segment had a s]ightly'higher-ayerage age, but was heaviiy populated;yithﬂ

individuals in the 25-34 age bracket. This segmeqtvhad.the second hjghes%x\
.week]y viewing"averege and the second highest initial viewingpihtention of .\\
‘the five sighificant Kingston survey attributes. (CBS viewers,acéoun;ed for
| 44.1% of this segment, ABC viewers 26:5% and NGC viewers 29.4%. . .

Indepth Coverage. "Indepth coverage" was the third largest segment for

’-each sample; hence pooled, defining an overall segment of . 10% This attribute

" seemed to reference the perce1ved depth detail, and length of 1nd1v1dua1

news items. 'Since respondents in-the attiibute search mentioned the-1n-depth

news féatures on the network programs, such as ABC's "Specia} Assignment”

::"Etories,‘this may also indicate,>at least partially, a posifive.reSpbﬁse.to
such detailed news coverage. 'Segment-membership ?as.evenly split between male
end'female reSpondeht§ and was heavy in tﬁe-midd]e\age ranges, 25-49.
Respondents in this segmeht were'comparetively light news viewere, averaging
2.66 days per-week, but evidenced roderate initial viewino.ihfentjon,
averagingh'537 - In terms of network v1ewersh1p, there .was-a re]at1ve1y even

split with ABc viewers: account1ng for 34.4% of the.segment, CBS viewers 31.1%,

"“and NBC viewers 34.5%. S T SRR
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Enjoyable Newscasters. The presence or absence of newscasters the viewers

enjoy watching was an attribute defining a 4% pooled segment. This small segment
siig is relatively surprising, considering the importantéiaccorded news talent in
both public and private research and the popular press. Interestingly, this
segment was predominantly male. The Kingston segment was basically younger,
lighter viewers with lower initial viewing'intentions;'whiie theSpringfieldisegment
was niore evenly split across age ranges w{fh slightly heavier viewing patterns and
much stronger initial viewing intention scores. in the pooled data, this attribute
showed the highest intention change score. ABC viewers accounted for 62.5% of

this segment, CBS viéQers 12.5%, and NBC viewers 25.0%.

Variety of Topics and National News. For the Kingston sample, “variety of

topics," suggesting breadth of network news editorial content, was a market-specific
atfribute defining 8% of the Kingston respondents. These were primarily younger,
male viewers, having comparatively low weekly news viewing levels and base viewing
intentions. Network viewership waf abﬁut evenly split with 30.8% being ABC viewers,
34.6% CBS, and 34.6% NBC. | )

Nétidna] news cbvgrage, referencing both Washington D.C. news and neﬁslevents
around the nétion, was an attrisute defining a 3% segment.of the Springfieid sample.
The age sp]if was-bi—modai. with 33% ;nder Z4 years and 44% over 50 yeérs of age.
This sggment contained the heaviest viewers in terms of-average initial viewing
intentioﬁ\and average days viewed per-week. About 68% were'female. ABb viewers
doﬁihated\&he segment, 62?5%; with CBS and NBC equally rgpresented with 22.2% each;
This ségmeﬁt evidenced the lowest predicted viewing intention change, which i§

reasonable gince they were already heavy viewers averaging 3.44 days and the

upper bound being five days. !

f

International/lorld News. The last significant attribute, "international and
viorld news" defined a pooled segment of almost 2%. The sex split was simi]ar~to

that of the pooled data and the average age was the thighest of ali,éegménts, 42.7.

20
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. This . segment evidenced'the second highest_init1a1 viewing'intention, .6&4, and the

visecond highest,average.days viewed per-week, 3.36. It also had the second lowest

predicted intention change, score. It was dominated by CBS'viewers, 54.5%, with

/

ABC viewers account1ng for 27 3% and nBl vwewers 58 2%. fhis attribute'seemed

to reference network evening news coverage of 1nternat1ona] events in general,

which, Tike natjonal news , seems almost a necessary def1n1ng character1st1c of

\

the program genre.

Forecasted Increases 1n Viewing} The third research question addressed the

degree of 1ntent1on to view change produced by var1ous program attr1butes )
examination of the base intention averages and the change scores in Tab]e 2 does

provide a basic response to this quest1on. however. these scores are more readily

~n1nterpreted when transforned into proaected 1ncreases in days v1ewed For the

?pooled data, the intention to watch network news whenever p0551b1e, was

pos1t1ve1y corre]ated ( 0. 633 p. <. 001) w1th the number of.. . 5 the subject

S

reported view’ng network n1ght1y news. In order to transfonn v1ew1ng 1ntent1on

-increases into. forecasted days viewed perhaps a c]earer 1ndex, a simple regre551on

“Was computed with the unstandardized regress1on fonnu]a belng Forecasted Days =

1.45+42, 97(1ntent1on) Table 3 summerizes the pred1ct10ns for the data in terms

.of Forecasted V1ew1ng Intent1on, V1ew1ng Days (base) and Increase in V1ew1ng

,,"affects you," "1ndepth coverage,“ and “nat10na] news")”

Days as a funct1on of 1nd1v1dua] attr1butes successfully cast in promot1ona]
messages. ' ‘ '

:The results indicate that the greatest 1ncrease 1n days of network news
viewed. will be generated by the top- f1ve attr1butes Thus wh11e “the mode] does -

not currently provide pred1ct1ons based on a co]]ect1on of attr1butes, (e.qg.,

it is relat1ve1y'safe
to assume that any»comenatlon of the top attr1butes will produce a stronger

effectfthan_the_promotion of any single attribute.

21
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" TABLE 3

FORECASTED VIEWING INTENTION, VIEWING DAYS, AND ICREASE
IN VIEWING DAYS AS A FUNCTION OF PERSUASIVE MESSAGES

ooy ot

INITIAL FORECASTED  DAYS

BASE CHANGE ~ MNEW  DAYS - DAYS NIEH

MESSAGE INTENTLON INTERTIGN INTENTION VIEW _ VIEW  INCREASE
Affects you 543 .259 862 2.87 4.01 1.14
~Indepth Coverage ~ .537  ° .252  .789  2.66  3.79 ~  1.13
Enjoy Newscasters 419 275 694 2.67 3.5 ”‘ A
Clear P}es;hihtigg .570 - .209 779 2.94 3.76 W”;ff;ﬁz

Variety of Topics \\*\}45? 20 .662 262 342 80

Feel Knowledgeable - .574\ o186 ©.760 . 3.08 3.0 .63’.
National News = - .708 123 .831 _ 3.44.  3.92 .48
internatignal/. 614 .88 .802 - 3.3 3.83 . .47

World News

22
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Summary Attribute Results. Tab]e 4 presents the profile across surveys

and attributes for all attribute items included in this study. This particular

modelling selected only those with significant positive effects on viewing

.intention. Lack of significance, -according to the transfer discrepancy model,

is not an indication that.audience members fai]ttgvaccord importance to the
attribute It sihp]y 1ndicates that ﬁromotional'association of the attribute

' u)th the news program ui]] -not yield s1gn1f1cant]y h1gher pred1cted viewing
1ntent1ons. There are two other pos51b1e 1nterpretat10ns for the non- s1gn1f1cant
attrihutes Attr1butes can have no s1gn1f1cant pos1t1v° or negative effect, or

: they cou]d have a s1gn1f1cant negat1ve effect o viewing intention.if they were

b d1sassoc1ated with the- program,, for examp]e, "program X does not cover national

.-news." These options must be probed in further analysis of th1s:data.and.

with appropriate modifications to the computer program.

DISCUSSION

i)

Thls research d1scovered eight network te]ev1s1on news attributes’ that
hmproduced s1gn1f1cant pos1t1ve 1ncreases in v1ew1ng xntent1on for individual V1ewnrA
segments, four attr1butes spanned the two samples - and four were samp]e Spec1f1c
_We wou]d presume,. that based on these results, promot1ona] messages stress1ng the‘
.. attributes "news that affects'you,” “indepth coverage," "newscasters you enjoy,"
and:“internationa1/wor]o news coverage," would produce significant positive
changes in- network news viewing 1ntent1ons across the populations surveyed.
-Populat1on or market-spec1f1c attrxbutes such as "feel know]edgeab]e" and "variety
of topics" were also pred1cted to produce increases. Attribute importance should
not be judged on the magn1tude of pred1cted v1eW1ng increase alone, but also in
n terms of the audience size segment percentage of-the sanp]e For example, the
h1ghest intention change was produced by the “newscasters" attr1bute, but it was

significant for only 4% of the SubJects, about 25 people out of 612. The “"affects




TABLE 4 |
ATTRIBUTE SUMMARY RESULTS

KINGSTON =~ - SPRINGFIELD

ATTRIBUTE " Rank Segment % Rank  Segment %
News that Affects You 1 12% 1 16%
‘Feel Knowledgeable -- ‘ - 2 12%
Clear Presentation 2 1% - -
Indepth Coverage 3 0% 3 - 10%
Variety of Topics 4 8% -- --
Newscasters You Enjoy 5 4% 4 . 0%-
National News Coverage -- == - 5 ‘_ 3y
Crime/Violent ﬁews. -- NS . -- " NS
Biased/Unbiased - NS .- NS
Bad News | - NS

 Political Coverage - NS -- NS
International/World News* - NS // | ¢ ;g' L

| . / -

*While not significant in individual samples, the pooled data for
this attribute did reach a_significant level.
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you" attribute, with a relatively high intention change score was significant
for 14%, or about 86 viewers. | |

The‘attribute results,of this research also support the findings of other
news audience researchers, with regard to the perceived importance of detailed
coverage, the viewing feeling informed by the newscast, the importance of
newscasters and’ta]ent ‘and fhe presentation'of news thac has impact on _viewers
lives. S1m11ar attr1butes have t 2en uncovered in audience Judgment and
cred1b1]1ty stud1eS (Markham, 1968 and Sm1th 1977) and in uses and gratifications
research (Levy, 19785and Palmgreen,-wcnner, and Rayburn, 1980); from‘a more
pragmatic perspective, the results of this s tudy underscore the potential
increase in importance of indepth coverage of news events and transTation nf the
impact or importance of even national and international level stories topthe;jivcs
of the vfewers;vwhen posSihle; These findings also suggested that “newscasﬁers"ﬂ
alone may not be strong enough mofivation'to change viewing habits for a large .
portion}of the aodience. Further, that national and international'nems coverage,
at least for the network programs referenced have becomehaccepted'points of
def1n1t1on ot the genre of -evening network news , hence their promotion may not
llone yield increased viewing intention. ' |

. From a different theoret1ca] perspect1ve “these results also tend to . support
the viability of a d1screpancy~based approach to ana]yz1ng audience dynamics,
Jrev10usly ‘advocated by Pa]mgreen Wenner: and Ravburn (1980) The v1ew1ng intention
ipp]1cat1on prov1des a rather un1que method for exam1n1ng,the cruc1a1 11nk
petueen the 1mportance a viewer accords a network te]ev1s1on News attr1butn and
1ow that viewver thjnks the presence or absence of‘the attr1bute actually ;
fnfluences personal news viewing behavior Foreexample,_wh11e a person may feel
there is too much "crime and v1olence" and too much "political coverage," both

found to be non-significant in terms of producing viewing intention increases,

these attributes may have little potential impact on their viewing habits.
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The second reseérch,question addressed the utility of this viewing intehtion
approach regairding audience ségmentation This approach is. c]early d1ffprent from
tae genera] uses and gratification typologies and the marketing- crlented segmentat1on_
schemes of te]ev1s1on viewing represenced by Frank and Greenberg(1980). In this
study. viewer segments or groups were composed exclusively of reépoﬁdents who would,
'based on the modelling procedure, increase their viewing intentions giVen.specific
program attribute-based messages. This strategy provides indicies of both the
power of tha attribute to positive]y change viewing intentions and the_rg]ative
size of Eﬁé\ﬁroup.most effected. Thus, the approach offers policv-makers data
relevant to television news attribute importance and a hypothetical look at the
performance of that attribute within a viewer decision-making context.

With regard to the Qariab]es employed to describe éegment mémbership, network
viewed, age, and so on, we noted several pattefns Typ1ca]1y younger viewers
were more ]1ke1y to 1nd1cate greater. viewing 1ntent1on changes in response to
the PPESEncerr absence of certain attributes. These viewers.watched network evéning
news less frequently thaﬁ did the éverage sample viewer. While these variables
and their values across segments‘wére valuable aids in characterizinq the seqments,
future studies should clearly explore a ]arger pool of var1ab1es, 1nc1ud1ng
deﬂograph1c, lifestyle-psychographic, and viewing hab1ts. |

- Non- -mutually exclusive segment membership is both a pos1t1ve and negat1ve
consideration. Conceptually, it seems defensip]e in that one viewer may be
persuadéd by more than one attribute or messég;, but pragmatically, some research
problems may require fhe creafion of mutually exclusive segments. -A riore ihportant
consideration is that the viewing intention modgi, as applied in this study, did
not account for all viewers surveyed. Do those "other" viewers represent a |
status quo sub-set of the popu]étion, who, for various reasons will not change
their viewing habits? Are the?e_]arge negative_changé segments? These issues

should be addressed in further applications of the model to news viewing analysis.
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Certa1n]y th1s mode] requ1res the sat1sfact10n of a number of assumpt1ons,
via 1ts base in 1nformat1on process1ng, not the least of wh1ch are the assumed
| recept1on, retent10n and integration of the attr1bute-based messages by the
viewers. But, one c]ear advantage of th1s model, is that the resu]ts generated
can be ver1f1ed via field exper1ments. Stations or networks cou]d actually
make appropriate editorial changes; prodoce promotional mossages and track
segment v1ew1ng levels. Th1s is obv1ous]y one of the next steps in the logical
evaluation of the model‘s re11ab111ty and pred1ct1ve capabilities.

This 1n1t1a] app]1cat10n of the V1ew1ng intention approach and the transfev
d1screpancy model to the ana1y51s of te]eV1s1on news audience dynamncs has shown
‘promise in respond1ng to both the theoretical and pragmat1c concerns of academ1c
and appiied researchers In the applied area, this type of data m1ght be used
by television news personne] as a d1agnost1c too] or as guide in the preparat1on
of promot1ona1 messages for the program. Future academic research might
" concentrate on the examination of a broader'poollof program attributes, viewing
habits, v1ewer’11festy1es and demographic characteristics. Opportunities for
1ntegrat1ng this approach -with ba51c uses and grat1f1cat1ons ctrateguas shou]d
also be explored.’ The extens1on of this model may make contr1butions to our '
understanding of the tomplex dynam1cs of news med1a consumption, he]p1ng to '

Tink att1tudes and pred1cted behav1ors.



NOTES

1. Additional information on: the attribute search phase, questionnaire
construction, reliabilities, and other descriptive statistics were
omitted from this paper to conserve spacql_but are available from

the authors upbn request.

2. Pooted sample profiles were! Init1a1 View1ng Intention. =0.815;
Days Per-Week V1ewed 3 874 Avbrage Age = 44, 3 years; Sex, Male= 41%
" Female=59%. ‘




26

- _  REFERENCES
-
ANDZRSOH, NORMAN H. (1959) Test of a nodel for opinion change: Journal of .
Abnormal and Social Psychology, 59, 371-81.

—
i (1971) Integration theory and attitude chapge. Psychological
Review, 78,-171-205.

. (1974) Information integration theory: A brief survey. In

D. Krantz, R. Atkinson, R. Luce, and P. Suppes:(Eds); Contemporary
Dzvelopments in Mathematical Psychology, Vol. 2, San Francisco: W.H. Freeman
& Company, 236-305. '

g Cognitive algebra: Integration theory' applied to social
attribution. In L Berkowitz (Ed.), Advances in Exper1menta1 §Q§1a1 Psychqlggy.
Vol. 7, New York: Academic Press, 2-101.

BERLO, D., LEMERT J., AND MERTZ, R. (1969) Dxmens1ons for eva]uat1ng the
' acceptability of message sources. Public Opinion Quartergy. 34, 563-576.

-DARES, J. and HUNTER, J. (1980) Designing persuasive connﬁnﬁcatioﬁ,campaigns: A multi-
message communication model. Journal of Consumer Research, 7, 67-77.

EASTMAN, S.T. (1979) Uses of televisio: “iewing and consumer life styles: A muTti-
variate analysis. -Journal of Broadcasting, 23, 491-500. | |

FRANK, R. AND GREENBERG, M.(1980) The public's_use of television: Who watches and why.
Beverly Hills: Sage Publications.

GREENBERG B.S. (1974) nGratifications of television viewiﬁg and their: corre]a;es
for British children," in J.Blumler and E. Katz (Eds) The Uses of Mass
Communications: Currént Perspect1ves on Gratifications Research. Beverly Hills:

- Sage Publications.

GUTHAN, J. (1978) "Television viewer types: A Q analysis." Journal of Broadcasting,
22, 505-515.. | . ) -

LEVY, M. (1978) "The audience experience with television news." Journalism
" “Honographs, 55.

LUDKE, R., STAﬂSS, F., AND GUSTAFSON, D. (1977) "Comparison of five methods for
estimating subjective probability distributions.” Organizational Behavior -
and Human Performance, 19, 162-179. "




27

-

"The dimensions of. source ered1b1]1ty of te]ev151on newscasters."

MARKHAM, D. (1968)
Journal of Communication, 18, 57 64.

MC GUIRE, W.J. (1969) "The nature of attitudes and attitude change," in G. Lindsey
and E. Aronson (Eds) The" ‘Handbook _of Social Psycho]ogy, Vol. 3, Reading, MA:

Addison-Hesley, 136-314.
(1976) "Some psychological factors influencing consumer choice.”
p

Journal of Consumer Research, 2, 302 319
(1980) "Future directions for programied research." A paper presented

MC LEOD, J.
to the Associaticn for Education in Journalism, R/TV Journa11%m Division,

Boston, MA.
'"Pe]dtions between gratifications

PALMGREEN P., WENNER, L., and RAYBURN, J. (1930)
~ scught and obtained: A study of television news " Communication Research, 7,

2

161-192.
"A general psychographic éna1ysi$ of newspaper use and

SCHWARTZ, S. (1980) |
life style." Journalism Quarterly, 57, 392-401,431

“Student and public judgmgnts of tv news : A factor analytic study

SHITH, J. (1977) )
Journal of Broadcasting, 21, 111-121.

UPDAH, G. and COSMAS, S.(1979) "On the use of telephone dials as attitude -scales in phonc

surveys." An unpublished paper, . Department of Marketing, V1rgxn1a Polytechnic
' ' /

Institute and State University, Blacksburg, VA. /
VURTZEL, A. (1980) “Academic research: A view from the industry. w Journal of
Broadcasting, 24, 479-486. | L

30

i
'
/
i
|
!

|



